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Top Noodles Express adalah restoran terkemuka di Surabaya sejak 1980 
yang juga anggota dari Top Ten Group. Top Noodle House merupakan satu bisnis 
kuliner yang menjual berbagai macam sajian seperti chinese food, dimsum, dan mie 
sebagai menu andalanya. Beragam inovasi terus di lakukan oleh Top Noodle House 
sehingga berhasil memperoleh penghargaan Jawa Pos Culinary Awards pada tahun 
2019. Sehingga penelitian ini memiliki tujuan untuk meneliti pengaruh brand image 
dan perceived value terhadap customer loyalty melalui customer satisfaction pada 
pelanggan Top Noodle House Express di Surabaya. 
Teknik analisis yang digunakan dalam pengambilan sampel pada penelitian 
ini adalah non probability sampling dengan cara purposive sampling. Sampel yang 
digunakan sebesar 150 responden yaitu pelanggan restoran Top Noodle House 
Express di Surabaya. Teknik analisis data yang digunakan adalah Structural 
Equations Modeling (SEM) dengan menggunakan program LISREL. 
Hasil dari penelitian ini membuktikan bahwa brand image berpengaruh 
positif dan signifikan terhadap customer satisfaction, brand image berpengaruh 
positif dan signifikan terhadap customer loyalty, perceived value berpengaruh 
positif dan signifikan terhadap customer satisfaction, perceived value berpengaruh 
positif dan signifikan terhadap customer loyalty, customer satisfaction berpengaruh 
positif dan signifikan terhadap customer loyalty, brand image berpengaruh positif 
tetapi tidak signifikan terhadap customer loyalty melalui customer satisfaction, 
perceived value berpengaruh positif tetapi tidak signifikan terhadap customer loyaty 
melalui customer satisfaction.  
 





THE EFFECT OF BRAND IMAGE AND PERCEIVED VALUE ON 
CUSTOMER LOYALTY THROUGH CUSTOMER SATISFACTION             
AT TOP NOODLE HOUSE EXPRESS IN SURABAYA 
 
Top Noodles Express is a leading restaurant in Surabaya since 1980 which 
is also a member of the Top Ten Group. Top Noodle House is a culinary business 
that sells a variety of offerings such as Chinese food, dimsum, and noodles as its 
main menu. A variety of innovations continue to be carried out by Top Noodle 
House so that it won the Jawa Pos Culinary Awards in 2019. So this research aims 
to examine the effect of brand image and perceived value on customer loyalty 
through customer satisfaction on Top Noodle House Express customers in 
Surabaya. 
The analysis technique used in sampling in this study is non-probability 
sampling by purposive sampling. The sample used was 150 respondents, customers 
restaurant at Top Noodle House Express in Surabaya. The data analysis technique 
used is Structural Equations Modeling (SEM) using the LISREL program. 
The results of this study prove that brand image has a positive and 
significant effect on customer satisfaction, brand image has a positive and 
significant effect on customer loyalty, perceived value has a positive and significant 
effect on customer satisfaction, perceived value has a positive and significant effect 
on customer loyalty, customer satisfaction has a positive effect and significant on 
customer loyalty, brand image has a positive but not significant effect on customer 
loyalty through customer satisfaction, perceived value has a positive but not 
significant effect on customer loyalty through customer satisfaction. 
 
Keywords: brand image, perceived value, customer satisfaction and customer 
loyalty
 
